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In 2002 China formally implemented the floating commission system, the 
securities industry had gone into the era of increasingly fierce competition. After the 
bull market of stock market in 2007, the securities industry is still influenced by 
some unfavorable factors, such as the economic downturn both in home and abroad, 
the drop in the Chinese stock market, commission income space compression and so 
on. Enterprise in this industry are suffering from management difficulties, the 
securities company competition entered the white-hot stage. How does each big 
brokerage adapt to market changes, meet the challenge, improve market 
competitiveness and win benefit is one question which has a realistic significance of 
the research. 
Brokerage business is an important source of income for the securities 
companies at present, China's securities brokerage business market also entered the 
competitive period. In this paper, we use brokerage business of Merchants Securities 
as the research object, combined with 4 Rs marketing theory to discuss the 
application of relationship marketing in the securities industry transformation era. 
This paper begins with the research background, significance, content and 
method being described. The paper adopts the method of literature research to 
analyze the situation in domestic securities brokerage industry and carries on the 
literature review on related marketing theories. On this basis, the paper analyses the 
overall present situation of securities industry in our country and the future 
development trend of brokerage business in China. Then this article in view of 
China Merchants Securities brokerage business as main body from the political, 
economic, social and technical aspects related to the PEST analysis, as well as 
analyzing its strengths, weaknesses, opportunities and challenges for further analysis. 
Based on the above steps, I use the theory of practice combined with qualitative 
analysis and survey analysis, using 4 Rs marketing theory being applied to upgrade 
innovative combination of China Merchants Securities brokerage business, 
designing the four dimensions of marketing strategy including association, reaction, 
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marketing strategy implementation, this paper constructs multi-dimensional security 
strategy which contains organization structure adjustment, human resources 
guarantee, information system security and risk early warning and control to ensure 
that the 4Rs marketing theory play a role in the development of the China Merchants 
Securities brokerage business. 
Innovation of this paper is to put forward 4Rs marketing theory into China 
Merchants Securities brokerage business in the practical application, widen the 
meaning of theory development, through the analysis of 4Rs theory’s application 
path in China Merchants Securities business and the positive significance, the paper 
provides a new guide thinking and research angles for the future securities brokerage 
business marketing industry development. 
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